
One of the first things to strike you about

Britannia is that it has a CRM department.

Not a re-branded service function or a catch-

all title for ongoing project work, but an honest-to-

goodness business function that reports directly to

executive management.

The CRM department “owns” the sales and market-

ing plan, which has the two general aims of acquiring

more of the most valuable types of customers and

increasing the value and profitability of different cus-

tomers in each segment. Its team of analysts and DM

planners runs the marketing database, builds models

and controls the customer contact strategy followed

by marketing, sales and service, as well as managing

the operational CRM system and monitoring the quali-

ty of customer data.

Modern mutuality
“CRM is taken very seriously at Britannia,” says

senior CRM manager Dave Crawshaw, who heads up

the department. “Because of the direction we were

moving in with a corporate focus on the customer, it

made sense to put CRM on its own and give it a clear

role or it would just be absorbed into everything else

that was going on. You’ve got to have vision and plan-

ning to succeed in CRM.”
For its part, the marketing department concentrates

on brand building campaigns, new product develop-

ment, creative work and managing direct mail fulfil-

ment. “We work as a team with marketing,” adds

Crawshaw, “and we’re also a support group for ser-

vice.”
Now the second largest mutual building society

after Nationwide, Britannia has a long track record of

actively managing its customers, with the Members’

Loyalty Bonus Scheme (MLBS) one of the keys to the

company’s success. It dates from 1996, just after

Britannia had decided that demutualisation was not an

option for it in the best interests of its members. The

scheme was launched partly to highlight the fact that,

as a “modern mutual”, the company was able to pipe

profits back to its members rather than paying them

out as dividends to shareholders. Over £250 million

has been paid out over the last six years.

To ensure the fairness of the scheme, a points sys-

tem was devised, taking account of tenure, cross-hold-

ings and amounts of the different products held by

each customer. There were two important spin-offs

from the MLBS.  First, the very exercise of defining

the MLBS points scheme forced a hard look at cus-

tomer value, and provided an early measure of

“worth”.  Second, the registration process which

members were required to go through both provided a

platform for significant data cleaning in the accounts

systems, and offered the opportunity for in-depth data

collection on competitor holdings, lifestage and finan-

cial status.

“We mailed 1.8 million people to check their prod-

uct holdings and personal details,” says Crawshaw.

“The incentives meant that 85 per cent responded and

we now have 95 per cent of customers registered. It

helps as a marketing tool, encouraging people to buy

more products in order to get more points regardless

of interest rates, and it gives us accurate information

on our customers.”
“We have all their dates of birth, which gives us

their tenure as a customer — I don’t think most of the

older banks and building societies can do this. This

has been extremely important in propensity

modelling.”
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Case Study

Award-winning systems, a customer-focused infrastructure and profitable
to boot. Can the Britannia do no wrong when it comes to customer
management? James Lawson tries to learn a few lessons.

Britannia Rules
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From analysis to operations
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Case Study

CRM is taken
very seriously at

Britannia

Deploying customer
intelligence through the
branch channel via its
operational CRM system
has worked very well
indeed for Britannia.


